The digital revolution places the imperative of accepting the fact that all spheres of business must be modernized. As the core of all functions in the company changes, the marketing function changes. The marketing mix of companies is changing in terms of using digital technologies to implement marketing strategies. In addition to innovation in the domain of creating products, price construction and distribution channels, promotion is also being innovated. Communication of product offers to customers requires a modern approach that will be compatible with the turbulent time in which business is currently taking place. Consumers are turning more and more to modern technologies, and the increasingly popular digital media is the way to reach a modern consumer. In this sense, alongside traditional promotion, the company uses digital promotion as a way of its overall performance in promoting its offer. Among other things, the use of digital promotion channels depends on the size of the company. The subject of paper is the usage of digital promotion in small enterprises in the Brčko District of Bosnia and Herzegovina. The aim of the paper is to examine participation and significance of digital promotion in the overall promotion of small enterprises of the Brčko District of Bosnia and Herzegovina and to determine the degree of usefulness and satisfaction based on the use of digital promotion by the mentioned enterprises.
Digital marketing -concept and significance
One of the main changes in traditional marketing was determined by the emergence of digital marketing, which required reviewing the marketing strategies of companies that want to remain competitive in the new digital era (Baltes, 2015, p. 111) . Almost daily, new technologies, new devices and new applications, developed precisely for these technologies and devices, are emerging on the market which should enable users to get faster and better digital communication. That has its advantages and disadvantages. The benefits are certainly in connecting people from different parts of the world and sharing experiences, obtaining faster the necessary information related to the products and services that customers are interested in, finding the desired products and services, online shopping, online payments, etc. The undeniable fact is that the progress of technology has greatly facilitated everyday life. Today, people do not have to leave their homes to do almost all activities, primarily buying, paying bills, completing business meetings, etc., if they own a computer and access to the Internet. Digitization also has its advantages from the point of view of companies, and they are primarily reflected in the reduction of the cost of arriving to the broad auditorium, especially if the costs of traditional marketing are compared (Jayaram, Manrai & Manrai, 2015, p. 123) . On the other hand, people have adapted themselves too quickly to new technological and/or digital trends, and in this way created a STRATEGIC MANAGEMENT, Vol. 23(2018) , No. 4, pp.032-039 certain virtual world in which people often stay, sometimes more, than in the real world. Today, it is almost impossible to imagine a day without the use of the Internet, social networks, mobile applications and similar digital technologies. According to the American Pew Research Center, 89% of US citizens are actively using the Internet, and nine out of ten citizens use the Internet daily (Pew Research Center, 2018) . This trend is not unique only to American society. Global marketing company We are social in Singapore is publishing a comprehensive report on the scope of digital technology, so the following information was released in 2018 (We are social): ▪ 4.021 billion people, or 53% of the world's population, use the Internet daily, ▪ Mobile devices are actively used 5.135 billion people, or 68% of the world's population, ▪ 3.196 billion people, or 42% of the population, have profiles on social networks. ▪ Nearly three billion social network users (2.958 billion people) access their profiles using mobile phone, which is 39% of the world's population.
It is interesting to note that the same agency released the same data two years ago, but then they had less value (Tesic, 2017, page 313) , that is: ▪ 3.42 billion people use the Internet on a daily basis, ▪ Mobile devices are actively used by 3.79 billion people, ▪ Profile on social networks has over 2.3 billion users, ▪ Nearly two billion social network users access their profiles through their mobile phone.
Previously stated data indicates that in just two years there has been an increase in the number of people using the Internet and mobile devices every day, and also that the number of social network users and users who access their social network profiles through mobile devices has increased. These data are significant for all companies that plan their marketing activities, because they significantly change the current, traditional, way of communication with customers.
Observing these data, we can see why traditional marketing has evolved into the digital world. Marketing must follow the customer, and since the data show that customers slowly become dependent on digital technologies, marketing has found a way to continue communicating with customers, using only a new platform and using digital communications channels. An American study has shown that average people use at least four different media such as online news portals, Word of Mouth, TV, Facebook, Twitter, YouTube, LinkedIn, to get information (Lewis, 2008) . Business communication today is the subject of a revolution thanks to social networks such as Facebook and Twitter, which are commonly used as credible business tools (Levy, Birkner, 2011) . Communication channels are much more. What is different in the current digital environment is "speed, interconnectivity, and hence the complexity of these elements" (Kung, 2008, p. 83) . Therefore, it is very important to define the term "digital marketing" well. The Digital Marketing Institute defines this term as "the use of digital technologies to create integrated, targeted and measurable communications that can help capture and retain customers while building deeper relationships with them" (Smith, 2007 in Wymbs, 2011 .
Guiding the company to digital marketing
As we have already pointed out, businesses must follow customers, especially when it comes to marketing activities. Customers have already adapted to the digital era and the lifestyle in which digitization prevails, so businesses need to "digitize" their marketing efforts. Given the use of the Internet by consumers, it is logical that marketing of modern companies uses online media as an access point with customers related to product promotion and proliferation (Jackson & Ahuja, 2016) . Digitization has also changed the relationship between businesses and customers, that is, power is now in the hands of customers. Sharing information on the Internet has given everyone the opportunity to express their opinions, which has led people to trust other people more than organizations (Greenberg, 2010a , Greenberg, 2010b . Such a change in customer mindset has led companies to the situation that they have to change their way of communicating with customers. Companies now recognize the need to listen to their customers, engage them in conversation, make them more transparent, and communicate with customers more openly and sensibly (Karjaluoto, Mustonen & Ulkuniemi, 2015 online communities, generating potential partners from online environments and collaborating with customers to better understand their needs (Weber, 2009 ). Businesses now need to create topics and the flow of communication, actively participate in communication and exchange of opinions in order to prevent the creation of negative attitudes towards customers in relation to the company and its assortment. Many digital communication tools can help them with this, among which the most commonly used are e-mail, social networks, smartphones and applications developed for them, blogs and web portals. These are not the only tools of digital marketing but are the most often used. It should be noted here that digitalization tools, which are the result of exceptional global technological advancement, are developing almost daily and are constantly improving. Let us just take for example the social network Facebook, which appeared in 2004 and today has more than 2 billion users around the world and has a tendency of steady growth. Each of these marketing tools can be a whole for itself, so today we have marketing of social networks, web marketing, social marketing, and so on.
Companies need to keep in mind that technology in the 21st century is rapidly evolving and changing and that it is necessary to keep up-todate with events in this field in order to keep up with customers who constantly accept these technologies and import them into all spheres of their lives.
Preparation of data, sample and data processing
Digital promotion is increasing in small and medium enterprises of Bosnia and Herzegovina. For the purpose of research in this paper, we focused on the small enterprises of the Brčko District of Bosnia and Herzegovina. For the classification of enterprises in small, medium and large, we have chosen the size criterion that small businesses are those that have up to fifty (50) employees, medium businesses have the average of fifty (50) to two hundred and fifty (250), and large over two hundred and fifty workers (250). Small enterprises were selected because of their presence on the territory of the Brčko District B&H and according to the data of the Chamber of Commerce of the Brčko District of B&H, these companies account for 90% of all companies that exist in the territory of the district. Also, the benefits of digital promotion, as well as the low budget required for the realization of digital promotion, are imposed as a logical move in the desire of small businesses to improve their business. About 1000 small and medium enterprises are registered in the Brčko District of B&H, the majority of which are small enterprises of up to 50 employees. According to some methodologies of enterprise classification in this category, micro-enterprises with the number of employees from one (1) employee to ten (10) employees are included. As part of our work, micro enterprises are classified into small enterprises.
The data were collected on the basis of a questionnaire sent to two hundred (200) randomly selected addresses of small businesses in the Brčko District. Questionnaires were delivered personally and using e-mail. The research was planned for a period of two months from December 2017 and January 2018. During this time period we received 36 responses, i.e. filled in questionnaires.
Companies from different activities were surveyed and there were no restrictions in that regard. All received questionnaires are complete and there is no missing data. We consider a response of 18% as a good response, and a sample of 36 units sufficient for valid statistical data processing.
Data processing was performed in the SPSS statistical package, and descriptive and inferential statistics were used for the analysis. Descriptive statistics were used in the part of representing frequencies, mean and standard deviation of data, and the inferential statistics were used in the correlation checking section between the variables that were processed in the questionnaire. As the theme of the paper itself is the relation between the use of traditional and modern promotion tools in small enterprises, the research was conducted in the direction of discovering the mentioned relationship. For the purpose of research, a questionnaire was created consisting of ten (10) questions. Questions in the questionnaire were designed so that the respondents had to give answers on the number of employees, their satisfaction with market share, their satisfaction with the competitiveness, the frequency of the use of overall promotion of the company, the frequency of using traditional and modern promotion, the frequency of using traditional and modern promotion tools and ultimately satisfaction with the infrastructure for conducting traditional and modern promotion. Possible answers to questions about satisfaction with market share, competitiveness and traditional and modern promotion, and the frequency of the use of traditional and modern promotion tools were formed in such a way that they were given on the five-point Likert scale. The offered answers to questions about satisfaction with market share, competitiveness and traditional and modern promotion are given on the scale in the following form: 1-absolutely dissatisfied, 2-moderately dissatisfied, 3-neutral, 4-moderately satisfied and 5-absolutely satisfied. The offered answers to the questions about the frequency of the use of traditional and modern promotion tools are given on a scale in the following form: 1-never, 2-rarely, 3-sometimes, 4-often and 5-always. The answer to the question about the number of employees is given on a ratio scale.
Research results
Based on the data processing in this paper, the results are presented below. As regards the data on the number of employees, they are presented in Table 1 . Based on the sample of 36 enterprises, the average number of workers is 15.36, the median is 14 workers, the modus is 12 workers, the smallest number of workers is 1, and the largest number of workers is 46. The standard deviation is 9.16 workers. Table 2 shows data about market share and competitiveness satisfaction. The average value of the variable market share satisfaction is 3.64 with the standard deviation of 0.683 and based on the ttest we can conclude that the attitude of the enterprise towards market participation is not neutral (p = 0.000 <0.05) but is moderately satisfied. For attitude neutrality, satisfaction hypotheses are set: H0: mean = 3, H1: mean ≠ 3.
The mean of the variable satisfaction with competitiveness is 3.58 with the standard deviation 0.692 and here we conclude that the attitude of the enterprise is also not neutral (p = 0.000 <0.05), but there is also moderate satisfaction. When we talk about satisfaction with the traditional, modern and overall promotion of the companies surveyed, we come up with the results shown in Table 3 . The mean of the variable frequency of using overall promotion is 3.53 with a standard deviation of 0.774. The mean of the variable frequency of using traditional promotional tools is 3.28 with a standard deviation of 0.815. The mean of the variable frequency of using modern promotional tools is 3.25 with a standard deviation of 0.732. Based on the t-test, we conclude that the attitude of the all three companies in the sample model are not neutral (p = 0,000; 0,048; 0,048 <0.05 respectively), but that the surveyed companies often use total, traditional and modern promotion (p = 0.000; 0.024; 0.024 <0.05 respectively). Table 4 presents the results of the frequency of the use of traditional promotional tools by the companies included in the sample. The answers to the questions about frequency are given on the Likert scale (1 -never, 2 -rarely, 3 -sometimes, 4 -often, 5 -always). The surveyed companies replied that the mean of the frequency of using television as a traditional medium is 2.97 with a standard deviation of 1.540 and based on the t-test (p = 0.914> 0.05), we conclude that surveyed com- panies sometimes use television for their promotional activities. Sometimes the radio is used as a tool of traditional promotion with a mean of 2.89 and standard deviation of 1.430 (p = 0.644> 0.05).
Regarding the use of daily press releases with a mean of 2.17 and a standard value of 1.363, a magazine with a mean of 1.56 and a standard value of 0.843, a public relations with a mean of 2.22 and a standard deviation of 1.149 and a billboard with a mean of 2.36 and standard deviation 1.334 as traditional promotional tools, they are rarely used by surveyed companies (p = 0.000; 0.000; 0.000; 0.004 <0.05 respectively). Surveyed companies sometimes also use personal sales with a mean of 3.39 with a standard deviation of 1.315 and sponsoring activities with a mean value of 2.69 and a standard deviation of 1.238 (p = 0.085; 0.148> 0.05 respectively), and more often promotion at the point of sale with a mean of 3.78 and a standard deviation of 1.245 (p = 0.000 <0.05). Table 5 contains data on the frequency of the use of modern tools for the promotion of surveyed companies. From modern promotional tools that are used rarely there are advertisements on the search engine with a mean of 2.31 and a standard deviation of 1.283, links with a mean of 1.69 and a standard deviation of 1.009, reviews with a mean of 1.69 and a standard deviation of 0.920, forums with a mean of 1.72 and a standard deviation of 0.849, a blog with a mean of 1.42 and a standard deviation of 0.604 and a mobile application with a mean of 1.61 and a standard deviation of 0.964, and the conclusion was made on the basis of the t-test (p = 0.002; 0.000; 0.000; 0.000; 0.000 <0.05 respectively). Table 6 shows satisfaction with the infrastructure for the implementation of traditional and modern promotion tools. Variable satisfaction with infrastructure for traditional promotion has a mean of 3.58 with a standard deviation of 0.841. Variable satisfaction with infrastructure for modern promotion has a mean of 3.78 with a standard deviation of 1.017. On the basis of the answers we can see that the surveyed companies are mostly satisfied with the infrastructure for implementing traditional promotion tools (p = 0.000 <0.05) and with the infrastructure for implementing modern promotional tools (p = 0.000 <0.05). When we look at the correlation (Table 7) between satisfaction with market share, satisfaction with competitiveness, frequency of use of overall promotion, frequency of using traditional promotional tools and the frequency of using modern promotional tools, we can conclude that there is a significant medium strength correlation between the satisfaction with competitiveness and the frequency of using traditional promotion tools r = 0.414; p = 0.012) and satisfaction with market share with the frequency of using traditional promotional tools (r = 0.443; p = 0.007).
There is a strong significant correlation between satisfaction with market share and satisfaction with competitiveness (r = 0,761; p = 0,000), which is logical if we consider competitiveness as the ability to retain and increase market share. It is interesting to note that there is no significant correlation between the frequency of the use of traditional promotional tools, the frequency of using modern promotional tools, satisfaction with the infrastructure for applying traditional promotion, and infrastructure satisfaction for applying modern promotion (Table 8) . One of the recommendations for future research would be to do similar research with a focus on small and medium-sized enterprises. After that, the recommendation would be to do similar research in the countries of the region, and make their comparison. In addition to this, research in certain economic activities should be done. It would also be interesting to explore the financial aspect of investing in traditional and modern promotion both in Bosnia and Herzegovina and in the countries of the region.
Conclusion
Digitization is a phenomenon of the 21st century, which moves borders in the business world. Regardless of their type of activity and their size, companies must keep up with the times and accept the consequences of digitization. In addition to numerous advantages, digitization has some disadvantages. The number of Internet users is growing rapidly year after year, and imperative to the company is to approach modern consumers. One of the activities of a company that is greatly affected by the consequences of digitization is promotion.
Promotional activities in a contemporary, modern environment require shifting focus from traditional to modern promotional tools. As traditional promotional tools most commonly reported are television, radio, daily newspapers, magazines, billboards, sales promotion, personal sales, public relations and sponsorship. The most common forms of modern promotion, i.e. the most commonly used tools, are e-mail, text messages, search ads, links, reviews, social networks, forums, blogs and mobile applications.
The research in this paper has shown that small businesses use both traditional and modern promotion tools, although the frequency of using STRATEGIC MANAGEMENT, Vol. 23(2018), No. 4, pp.032-039 traditional tools prevails. Statistically significant medium strong correlation was confirmed between satisfaction with market share and competitiveness with the frequency of using traditional promotional tools. A statistically significant very strong correlation was confirmed between the company's satisfaction with competitiveness and the frequency of the use of traditional promotional tools. During the research, no statistically significant correlation was found between satisfaction with market share and satisfaction with competitiveness with the frequency of using modern promotional tools. This result leads us to conclusion that companies in the Brčko District of Bosnia and Herzegovina still rely more on traditional promotion tools.
Looking at individual tools of traditional and modern promotion, we can conclude that the most popular ones are the promotion at the point of sale and personal sales, and from modern tools, the most often used are e-mail and social networks. From traditional tools, magazines, daily newspapers and public relations are the least commonly used, and forums, blogs and mobile applications are the least commonly used by modern tools.SM
